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In the 21st century, social has changed rapidly. People always sense time is run 
faster than the past. In order to make consumers feel more convenient, each country 
has 24-hour convenience stores. Also in Thailand, the most popular 24-hour 
convenience store named 7-ELEVEN, which its branches are located nationwide, 
resulting Thailand is ranked the third place in the world for having most 7-ELEVEN 
branches. 7-ELEVEN consumers are various, whether is male or female, and how old 
they are from kids to elder. Therefore, we would like to comprehend 4Cs marketing 
strategy that effects or influences consumer behavior. Moreover, we want to know if 
consumers are in different sexes, ages, educations and careers, they would have an 
impact on consumer behavior more or less. 
To do so, four processes are conducted; firstly, using the questionnaire to collect 
information and data; secondly, applying statistic solution for analyze their correlation 
which is significant or not; thirdly, setting the hypothesis; then finally, using the SPSS 
V.22 for the hypothesis testing. 
We can summary that most of 7-ELEVEN consumers are students and office 
employees. The best selling products in the store are beverage and instant food. The 
reason why consumers choose 7-ELEVEN is because of its convenience. The result of 
hypothesis testing shows that if consumers are in different ages, educations and 
careers, they effect consumers’ purchasing. As well as, if consumers are in different 
sexes, ages, and educations, they effect consumers’ shopping cause. At last, all 7-
ELEVEN 4Cs strategies are effect consumer behavior. The most profound impact is 
communication and consumer’s cost. 
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